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I CRITIC 


COMPLIMENTS 



* By RICK DO BRO W 

t I HOLLYWOOD — (UPI) — Televiewers hava, 
v surely noticed the excellence of the home' screen’s 
1 anti-cirgarette commercials. : i . ) " 

But 'Do one thus far has 

V. summarized their effective-:'* at it thoOg&fc 

, fully, * them at you, and say*, 


ha saltf, ‘ThaTs bow I -got 
’ my new wi^e/ ; 

/. x'C^^lif .luggfets " 

• 'Tte 'i kttk^at that- ani j 
clgar^ttf western. tJTbe kfllers^ 
v «Ttep. a ■. saloon.^ Everyone * 
W£ei. The men /’light their \ 
- elgaiattea. Hien ffeey ftart to^ 
l cobgh ’<- t y ; antFcough :irt& ■ 

COUgtt' feW/attgir 

r tfll If* clear Who 
are. BT* 

r and - - ■*- 3 


34 * it 


ness as well as Carroll Carroll' { 
l the resident expert on tele- 
♦. vision advertising and com* 
v mercials for “Variety.’* 


JHave yp* ever thought what 
[^happens to you when you Jight < 
>> cigarette? (pause.) We" 


In a superWy- informali ;and L have/ The next thing you see 
Incisive article, the kind, for is the logo for the American ] 
# which “Variety” is famous, ' 
v Carroll writes: 


•v “THE PUBLIC service anti- 
—cigarette commercials grow 
better fend better while the 
‘•'butts plugs, coming one after 
"’the other in rapid succession, 
!; grow less and less convinc- 
. * ing." . y* . 

^ Carroll notes that 


Heart aBsadartfoo/* 4 / 

Carroll is deadly in singling 
Lout the trivial approa ch of ‘ 


.cigarette ads as opposed to 
the gut-hitting ant£*mofcing 
|r commercials* For . example, 
•after observing that “Wlpetoo 
gives you the hot tip that 
‘it tastes good like a cigarette 
;■ should/ ” the article con- 
j; tinues: . ..... /•; .. 

by agreement; 3 to 1 in : l"? answer to all this the 
' favor of the (tobacco) Indus- * ^ a7 ] c f r soc iety and Heart as- 
try. Three cigarette spot*'for : f. oc [ atl<m *° ? ght G ° 
v-every warning. How come? u t ^° u about E°«* 

* on in your guts while-, you 

enjoy a smoke that’s one silly 
millimeter longer, walk a mile 

management to hammer oirt a $££&?* teca^'you 


- is worth it to'get. the 
latest Issue of “Vartety*Ljuat 
J to read thetSarmll article—^ 
araHo paw it arotmd/^iwrou ^ 
is everything a critic should' 
•be: Intelligent; entertaining, 
insouciant* a bit of a crusfede^ 

Y—and a harpooniit to be reck- 
oned with^ as wltneia tbe fpf- 
" lowing; . . t '/*•? ' 

,, There’* another new cigar* 
f-ett* on : ttMfclfhart feJlVIrtHnia f 

to be made. 
.. jujt for''wdnjtirS»ffli“to have 
, the flavoyfwofhoKBl^ ibest— 

NTrginia. - 

'This tn2fersftd<#n As prol/ 
Ably atfttpndhanging i 
•round eraSbiu@|gWdt^couiit-/ 

„ tag the.dames whajukedforl 

Virgfei* ^ ( 


ft i *' _ 

^ WELL* when both sides sat 
n down with the FCC and TV 


it.schedule that would allow 
?: everybody to make money and 
save face, an attorney for the 
' FCC, when asked what he 
-• thought would be a fair for- 
y mula for TV to follow in rum 
' 4 ning the anti-cigarett# blurbs, 
ad libbed the 3-to-l ratio and 
the industry grabbed it/* l; 

t Among the effective anti- 1 
f smoking ads that Carroll cite* 
j»is the ope “that opens (and 
Rioses) on a 'man standing 
fwith a cigarette in his hand* i 

*• ... ■ i 


asked the man next door if 
he saved Raleigh coupons and 


Source: https://www.industrydocuments.ucsf.edu/docs/nmjkOO0Q; 
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